CLAIMS 



1 1 . An apparatus com|)rising: 
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a CPU; 



a memory coupled 



to the CPU; 



an advertising 
executed by the 
modifying and scori 
advertising scheduj 



optii^ization mechanism residing in the memory and being 
the advertising optimization mechanism iteratively 

base advertising schedule in order to achieve an optimal 



The apparatus 
plurality of icons 
optimization. 




of cl4im 1 further comprising a graphical user interface with a 
which provide a plurality of choices for advertising 



The system of claim 



further comprising at least one index residing in the 



memory and cooperaiing with the the advertising optimization mechanism to 



iteratively modify anc 
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1 4. The apparatus of claim 3 wherein the at least one index comprises at least one of 

2 an exposure valuation index, an audience valuation index, an exposure recency 

3 index, a response index and a cost index. 

1 5. The apparatus of claim 1 further^emprising a database mining engine residing in 

2 the memory. M . r 

1 6. The apparatus of claim 5 wMerein the database mining engine further comprises a 

2 plurality of Boolean filters/used to screen the plurality of person-by -person 

3 records contained in the database. 

1 7. The apparatus of claim 1 further comprising a data conversion mechanism 

2 residing in the memory. 

1 8. The apparatus on claim 7 wherein the data conversion mechanism comprises a 

2 mechanism to convert data from a first data format to a second data format. 
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1 9. The apparatus of claim 8 wherein the first data format is a pluraHty of television 

2 viewing records received from A.C. Nielsen and the second data format is a 

3 binary representation of the plurality or television viewing records. 



1 1 0. The system of claim 1 further cdf^pj^i^ng a plurality of indices residing in the 

2 memory and cooperating with ffip the advertising optimization mechanism to 

3 iteratively modify and score thfe base advertising schedule. 



1 11. The apparatus of claim 3 wherein the plurality of indices comprises at least two of 

2 an exposure valuation in^ex, an audience valuation index, an exposure recency 

3 index, a response index and a cost index. 
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12. A computer system for optirmzing an advertising schedule, the computer system 



compnsmg: 



a CPU; 



a memory coupled to the CPU; 



5 
6 



a database residing in trie memory, the database containing a plurality of person- 
by-person data files, tme plurality of person-by-person data; 



a database mining engine residing in the memory; 
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a data conversion mechanism residing in the memory, the data conversion 
mechanism comprising a mechanism for converting data from a first data format 
to a second data fopnat; and 

a graphical user irfterface residing in the memory and being executed by the CPU, 
wherein the grapHical user interface provides a plurality of choices for optimizing 
the advertising schedule according to a plurality of indices. 
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1 13. The computer system of claim 12 vAerein the first data format is a plurality of 

2 television viewing records recmfed from A.C. Nielsen and the second data format 

3 is a binary representajimi of the plurality of television viewing records. 

\ J 

V jj^\]14. The computer system o^claim 12 wherein the plurality of indices includes an 

2 / exposure valuation inaex, an audience valuation index, an exposure recency 

3 index, a response index and a cost index. 
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1 15. A program product comprisir 



2 
3 
4 



an advertising optimization mechanism, the advertising optimization mechanism 
iteratively modifying a base/advertising schedule to achieve an optimal 
advertising schedule; and 



signal bearing media bearmg the advertising optimization mechanism. 



1 1 6. The program product ofjclaim 1 6 w^herein the signal bearing media comprises 

2 transmission media. 



1 17. The program product claim 16 wherein the signal bearing media comprises 

2 recordable media. 



1 18. The program product of claim 1 6 further comprising a plurality of indices which 

2 are utilized by the advertising optimization mechanism to iteratively modify the 

3 base advertising sche iule. 
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1 1 9. The program product of claim 1 8 wherein the plurality of indices comprises an 

2 exposure valuation index, an audience valuation index, an exposure recency 

3 index, a response index and a cost index. / 

1 20. The program product of claim 1 5 furthpr comprising a data conversion 

2 mechanism, the data conversion mecnanism comprising a mechanism for 

3 converting data from a first data format to a second data format. 

1 21 . The program product of claim 20 v^herein the first data format is a plurality of 

2 television viewing records reoeived from A.C. Nielsen and the second data format 

3 is a plurality of variable leng/ih records which describe changes in media-related 

4 access data for a target audience. 

1 22. The program product oi claim 20 wherein the first data format is a plurality of 

2 television viewing records received from A.C. Nielsen and the second data format 

3 is a binary representation of the plurality of television viewing records. 
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1 23. A method for advertising optimization, the method comprising the step of 

2 iteratively modifying a base advertising schedule according to at least one of a 

3 plurahty of indices in order to achieve an optimal advertising schedule. 

1 24. The method of claim 23 wherein the plurality of indices comprises an exposure 

2 valuation index, an audience valuati op index, an exposure recency index, a 

3 response index and a cost index. JIL 

1 25. The method of claim 23 wherein the step of iteratively modifying a base 

2 advertising schedule comprises using a weighted effective frequency method to 

3 score and compare a plurality of possible altemative advertising schedules. 

1 26. The method of ylaim 25 wherein the step of scoring and comparing a plurality of 

2 possible alten/ative advertising schedules comprises the step of assigning a value 

3 to a modifira advertising campaign based on previous or anticipated individual or 

4 collectiva^advertising exposure. 
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1 27. The method of claim 23 whejDOln the step of iteratively modifying a base 

2 advertising schedule comwis^ using a time weighted effective frequency method 

3 to score and compare a^lurality of possible alternative advertising schedules. 
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1 28. A computer-implemented method, the method comprising the steps of: 

2 (a) providing an advertising campai^ containing a plurality of advertising 

3 spots; / 

4 (b) identifying one of the plurality ibf advertising spots as a least valuable 

5 advertising spot; / 

6 (c) removing the least valuablgj^dveytising spot from the advertising 

7 campaign; i I / 

8 (d) identifying a plurality of alternative options to add to the advertising 

9 campaign; / 

1 0 (e) selecting one of the jplurality of alternative options and adding the selected 

1 1 alternative option tp the advertising campaign to achieve a modified 

12 advertising campaign; 

1 3 (f) scoring the moaified advertising campaign; and 

1 4 (g) repeating steps b, c, d, e, and f in order to achieve an optimal advertising 

15 schedule. / 



DOCKET NO. CANNON.9249 1 80 



1 

2 
3 



29. The method of claim 28 wherein the stepfof scoring the modified advertising 

campaign comprises the step of using a \teighted effective frequency method to 
score the modified advertising campai^. 



1 
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30. The method of claim 28 wherein th^ step of scoring the modified advertising 

campaign comprises the step of using a time weighted effective frequency method 
to score the modified advertising campaign. 
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3 1 . The method of claim 2sMierein the step of scoring the modified advertising 
campaign comprises th9rstep of using at least one index to score the modified 
advertising campaign) 



1 

2 
3 
4 



32. The method of/laim 3 1 wherein the step of scoring the modified advertising 
campaign usifig at least one index to score the modified advertising campaign 
comprises^e step of using a plurality of indices to score the modified advertising 
campaij 
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1 33. The method of claim 32 wherein the step if scoring the modified advertising 

2 campaign using a plurality of indices coi^prises the step of using at least two of 

3 exposure valuation index, an audience^^aluation index, an exposure recency 

4 index, a response index and a cosmM^ to score the modified advertising 

5 campaign. I 1/ / 

1 34. The method of claim yflirther comprising the step of using a series of product 

2 usage data as an input for the response index. 
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35. 



.graphical user interface comprising at least one icon which accesses a plurality 
of p6rson-by-person records contained in a database via a database mining engine 
and pre^nts at least one advertising optimization choice to a user of the graphical 
user intermce. 
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36. The graphical userlnterface of claim 35 further comprising a scoring mechanism 
which provides a scorft^^for an advertising campaign based on a plurality of 
indices. 



37. The graphical user interface of claiik 36 wherein the scoring mechanism uses a 
plurality of indices to score the advertising campaign. 



38. The graphical user interface of claim 37 whereii^the plurality of indices 

comprises at least two of an exposure valuation indeV an audience valuation 
index, an exposure recency index, a response index and^a cost index. 
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1 39. \ A computer system with a graphical user interface comprising: 

2 a CPU; 

3 a memory coupled to the CPU; 

4 a database residing in the memory, the database comprising a plurality of person- 

5 by-person media\related records which describe a series of choices and decisions 

6 made by an identified sample audience in relation to a media vehicle; 

7 a database mining eng^^residing in the memory and being executed by the CPU; 

8 and ^ \ 

9 at least one icon which accesses ihe plurality of person-by-person records 

10 contained in the database via the database mining engine and presents at least one 

1 1 advertising optimization choice to a usenof the graphical user interface. 

1 40. The computer system of claim 39 further comprismg a scoring mechanism 

2 residing in the memory, the scoring mechanism provi^ng a score for an 

3 advertising campaign. 
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1 41 . \A computer system for analyzing data and optimizing an advertising schedule, the 

2 sysftiin comprising: 

3 a CPU; \ 

4 a memory coupled to the CPU; 

5 a database residing, in the memory, the database comprising a plurality of person- 

6 by-person records which describe a series of television choices and decisions 

7 made by an identified salnpleXudience; 

8 a database mining engine r&siding in the memory, the database mining engine 

9 comprising a plurality of Booleak filters used to screen the plurality of person-by- 

1 0 person records contained in the database; and 

1 1 a graphical user interface residing in the memory and being executed by the CPU, 

12 wherein the user interface accesses the persorNby-person records in the database 

1 3 via the database mining engine and iteratively opthjiizes the advertising schedule 

14 using a predetermined method. 
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1 42. ^ The computer system of claim 41 wherein the predetermined method is a 

2 weighted effective frequency method. 

1 43. The computeKsystem of claim 41 wherein the predetermined method is a time 

2 weighted effective frequency method. 

1 44. The computer system of c^^m 41 further comprising a data conversion 

2 mechanism, the data conversioirmechanism comprising a mechanism for 

3 converting data from a first data format to a second data format. 

1 45. The computer system of claim 44 wherein the firsKdata format is a plurality of 

2 television viewing records received from A.C. Nielsensand the second data format 

3 is a binary representation of the plurality of television viewing records. 
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1 46!^^A method of calculating a ratio, the method comprising the steps of: 

2 generating a first media-related exposure value; 

3 generatingsa second media-related exposure value; and 

4 combining the first and second media-related exposure values to create the ratio. 

1 47. The method of claim 46 wH^^dii the step of combining the first and second 

2 media-related exposure values ro create the media analysis ratio comprises the 

3 step of dividing the first media-relaWi exposure value by the second media- 

4 related exposure value. \ 

1 48. The method of claim 46 wherein the step of generatinVthe first media-related 

2 exposure value comprises the step of selecting a subset orperson-by-person 

3 media-related access data fi-om a database. \ 
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1 49. The method of claim 46 wherein the step of generating the second media-related 

2 exposuren)&lue comprises the step of selecting a subset of person-by-person 

3 media-related access data from a database. 
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1 50. Xmethod of calculating a media analysis ratio, the method comprising the steps 

2 of: \ 

3 selecting a subset of person-by-person media-related access data from a database 

4 thereby generatm^^Jirst media-related exposure value; 

5 selecting a subset of per^n-by-person media-related access data from the 

6 database thereby generatingsa second media-related exposure value; and 

7 dividing the first media-related exposure value by the second media-related 

8 exposure value to create the media analysis ratio. 
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1 51 . A naethod of scoring an advertisement, the method comprising the steps of: 

2 scoring each of a plurality of individual exposures to the advertisement to 

3 determine a v^ue for each of the plurality of individual exposures; and 

4 combining the value^etermined for each of the plurality of individual exposures 

5 to achieve an overall scm-e for the advertisement. 

1 52. The method of claim 5 1 wherein tnfe step of scoring each of the plurality of 

2 individual exposures to an advertisement to determine a value for each of the 

3 plurality of individual advertising exposuresN^omprises the step of using a 

4 plurality of factors in combination to score each (rf the plurality of individual 

5 exposures to an advertisement. \ 
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1 53. A computer system with a graphical user interface comprising: 

2 a CPU; 

3 a memorjNcoupled to the CPU; 

4 a database residing in the memory, the database comprising a plurahty of person- 

5 by-person media-related records which describe a series of choices and decisions 

6 made by an identifiecl sample audience in relation to a media vehicle; 

7 a database mining engineVesiding in the memory and being executed by the CPU; 

8 and \K>(^ 

9 a graphical user interface with at \east one icon which accesses the plurality of 

1 0 person-by -person records containedVi the database via the database mining 

1 1 engine and presents at least one advertising optimization choice to a user of the 

12 graphical user interface. \ 

1 54. The computer system of claim 53 wherein the graphical user interface further 

2 comprises a mechanism for evaluating a plurality of alternative advertising 

3 options. \ 
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1 55. The computer system of claim 54 wherein the mechanism for evaluating a 

2 plurality of ahemative advertising options comprises a mechanism for distributing 

3 advertis^ents over time and space based on actual or anticipated individual or 

4 collective a^yertising exposure. 

1 56. The computer system\)f claim 54 wherein the mechanism for evaluating a 

2 plurality of alternative ad^fcrtismg options comprises a mechanism for assigning 

3 advertising response valuestc^ plurality of media alternatives. 

1 57. The computer system of claim 54 whereita the mechanism for evaluating a 

2 plurality of alternative advertising options comprises a mechanism for assigning 

3 costs to the plurality of alternative advertising opdons based on time or space 

4 boundaries for the purpose of scoring the plurality oraltemative advertising 

5 options. \ 
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1 58. The computer system of claim 54 wherein the mechanism for evaluating a 

2 pluraliW of alternative advertising options comprises a mechanism for assigning 

3 individual exposure values to the plurality of alternative advertising options 

4 according to thei value of at least one of a plurality of individual demographic 

5 measurements. \ 

1 59. The computer system orclaink 58 wherein the mechanism for assigning individual 

2 exposure values comprises a memanism for displaying the individual exposure 

3 values of the at least one of a plurality of individual demographic measurements. 

1 60. The computer system of claim 54 wherein the mechanism for evaluating a 

2 plurality of alternative advertising options comprises a mechanism for displaying 

3 the estimated influence of advertising messages based^on the declining influence 

4 of advertising over time. \ 
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1 61 . \ The computer system of claim 54 wherein the mechanism for evaluating a 

2 pkirality of alternative advertising options comprises a mechanism for displaying 

3 the ekimated influence of advertising messages based accumulated advertising 

4 messageVover time. 

1 62. The computer systeki of cUim 54 wherein the mechanism for evaluating a 

2 plurality of altemativ/kdvertising options comprises a mechanism for assigning 

3 advertising value to multiple levels of advertising exposure based on frequency of 

4 exposure. \ 

1 63. The computer system of claim 62 wherein th^ mechanism for assigning 

2 advertising value to multiple levels of advertising exposure based on frequency of 

3 exposure fiirther comprises a mechanism for displ^ing the assigned advertising 

4 values. \ 
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1 64. The computer sy^em of claim 62 wherein the mechanism for assigning 

2 advertising value toinultiple levels of advertising exposure based on frequency of 

3 exposure comprises-jQpechanism for assigning advertising value to multiple 

4 levels of advertising exposure based on actual or anticipated exposure to an 
advertisement. \ 



ru 
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1 65. A method for comparatively scoring a plurality of advenising options comprising 

2 the step of using a graphical user interface to evaluator a plurality of alternative 

3 advertising options. / 

1 66. The method of claim 65 wherein the step of using a graphical user interface to 

2 evaluate a plurality of alternative advertising options comprises the step of 

3 distributing advertisements over time smd space based on actual or anticipated 

4 individual or collective advertising^x^ 

1 67. The method of claim 65 wherein the step of using a graphical user interface to 

2 evaluate a plurality of altdrnative advertising options comprises the step of 

3 assigning advertising response values to a plurality of media altematives. 

1 68. The method of olaim 65 wherein the step of using a graphical user interface to 

2 evaluate a plurality of alternative advertising options comprises the step of 

3 assigning costs to the plurality of altemative advertising options based on time or 

4 space boundaries to score each of the plurality of altemative advertising options. 
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1 69. The method of claim 65 wherein the step of using a gr4)hical user interface to 

2 evaluate a plurality of alternative advertising options comprises the step of 

3 assigning individual exposure values to each of t/e plurality of alternative 

4 advertising options according to the value of a/least one of a plurality of 

5 individual demographic measurements. / 

1 70. The computer system of claim 69 v^ein the step of assigning individual 

2 exposure values to each of the pl^^^ty of alternative advertising options 

3 according to the value of at le^^ne of a plurality of individual demographic 

4 . measurements comprises the step of displaying the individual exposure values of 

5 the at least one of a plurality of individual demographic measurements. 

1 71 . The method of claim 65 wherein the step of using a graphical user interface to 

2 evaluate a plurality of alternative advertising options comprises the step of 

3 displaying th^stimated influence of advertising messages based on the declining 

4 influence oyadvertising over time. 
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1 72. The method of claim 65 wherein the step of using airaphical user interface to 

2 evaluate a plurality of alternative advertising opti/ns comprises the step of 

3 displaying the estimated influence of advertising messages based accumulated 

4 advertising messages over time. / 

1 73 . The method of claim 65 wherein the st^^sing a graphical user interface to 

2 evaluate a plurality of alternative adv^ri^ options comprises the step of 

3 assigning advertising value to n!TlMe levels of advertising exposure based on 

4 frequency of exposure. / 

1 74. The method of claim 73 wherein the step of assigning advertising value to 

2 multiple levels of adverfising exposure based on frequency of exposure comprises 

3 the step of displaying/the assigned advertising values. 
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1 75. The method of claim 73 wherein the step^f assigning advertising value to 

2 multiple levels of advertising exn^^ based on frequency of exposure comprises 

3 the step of assigning advertbmgvalue to multiple levels of advertising exposure 

4 based on actual or antidpated exposure to an advertisement. 
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j j76. A method of calculating a score for an ajk^rtising spot, the method comprising 
the steps of: 



3 
4 



determining a separate value %x each exposure of each of a plurality of audience 
members to the advertising/spot; and 



5 
6 



summing the exposure^values for each of the plurality of audience members to 
calculate the score for the advertising spot. 



1 

2 
3 
4 



77. 



The method of claim 76 wherein the step of dete;;ihining a value for each exposure 
of each of a plurality of audience members t<nhe advertising spot comprises the 
step of a using a weighted effective fre^fUency method to determine a value for 
exposing each of a plural ity/bf^au^ence members to the advertising spot. 



1 

2 
3 
4 



78. 



The method of claini/6 wherein the step of determining a value for each exposure 
of each of a plur^ty of audience members to the advertising spot comprises the 
step of a usirj^ a time weighted effective frequency method to determine a value 
for exposing each of a plurality of audience members to the advertising spot. 
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1 79. The method of claim 76 wherein the step ofydetemiining a value for each exposure 

2 of each of a plurality of audience membe^ to the advertising spot comprises the 

3 step of a using predetermined formulaio determine a value for each exposure of 

4 each of a plurality of audience merrroers to the advertising spot. 



6 80. The method of claim 79 whg&iii the step of a using predetermined formula to 

7 determine a value for eacl/;^PO^e of each of a plurality of audience members to 

8 the advertising spot cc^i^ises the step of using the formula 



10 



' D 



11 

12 



to determine IL value for each exposure of each of a plurality of audience members 
to the advertising spot. 



1 81. The method of claim 76 w^jercin the step of summing the exposure values for 

2 each of the plural ^^^^df audience members to calculate the score for the advertising 

3 spot comprisp^thb.^t€p of using a using predetermined formula to sum the 

4 exposjafe values for each of the plurality of audience members. 
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The method of claim 81 wherem4he step of the step of using a using 
predetermined formula to sjkihi the exposure values for each of the plurality of 
audience members gfo4faf)rises the step of using the formula 




to sum the /xposure values for each of the plurality of audience members. 
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